Purpose -The main purpose of our study was to investigate the eff ect of perceived culture personality (CP) on the evaluation of a country as an ideal tourist destination. A new culture personality scale has been developed for the analysis, and this paper aims to implement it in a destination marketing context. Design/Methodology/Approach -As a result of the scale construction procedure, based on extensive qualitative studies, a 51-item semantic diff erential scale was developed and tested. A sample of 216 Hungarian and 47 French university students has been surveyed.
INTRODUCTION AND OBJECTIVES
In marketing practice, one is often exposed to advertising, which tries to make an impact on the audience with the help of a personality built around the object of communication.
The concept of personality attracted attention among researchers in marketing when very similar products resulting from mass production started to appear on the market and brand managers faced a great challenge regarding their positioning strategy. The quality parameters of products started to be identical and differences could have been achieved only in case of irrelevant product attributes which were not perceived or noticed during the process of information provision to customers. Practitioners soon realized that products can effi ciently be Similar processes can be observed in the case of marketing in tourism as well. The concept of country image, country branding and destination marketing have recently gained more attention in international academic research in marketing, relying on the achievements of brand personality concepts and theories. However, the more nationalities live in a country, the more diff erences can be observed there; these nationalities have their own cultural specialties and they are perceived along diff erent personality traits. Papp-Váry (2008, p. 134) emphasizes that "the higher the speed of information diffusion gets, the more similar countries will become. The diff erence, which is the most important factor in (country) brand management, can be gained by those unique and special characteristics of the culture that are deeply rooted and embedded in a country." The importance of the culture component of destinations as a touristic product is also increasing (Bodnár, Jászberényi & Ásványi, 2017) , and destinations should be able to adjust their off er according to the needs of their targets with diff erent social characteristics (Keller, 2017) .
The main objective of the present research is to investigate the relationship between perceived culture personality and the attractiveness of that culture as a tourist destination. To determine the existence and nature of this association, a new culture personality scale was developed to also present how a culture can be described using personality traits. Accordingly, the following research questions were set: (Sun, 2016) . There are attempts to shift this phenomenon to a more abstract level and integrate the abovementioned research eff orts into one general concept of country equity (Roth & Diamantopoulos, 2009 ).
In the country image model of Heslop and others (1993) , the image of the country and one of the people living there are handled as two diff erent -but strongly correlated -concepts. People's image is not considered as part of the country image but can be interpreted through other dimensions. Hosany, Ekinci and Uysal (2004) investigated the relationship between destination image and destination personality and concluded that the two concepts are correlated. They found that the emotional components of destination image capture the majority of variance on destination personality dimensions, as measured by Aaker's (1997) brand personality scale.
In our study, among these intercorrelated concepts we focus on a new one that we named "culture personality." Instead of brand or country, we selected culture as the core object of our investigation before focusing, in a wide array of image components, on personality traits. We defi ne culture personality as a set of human characteristics associated with a culture.
Personality has been conceptualized in many different ways. 
METHOD

General and marketing-related personality scales in the literature
General personality scales
The eff orts that the followers of trait theory made to construct a valid and generally applicable measure of personality can be demonstrated by the lexical method they used. Allport and Odbert (1936) , for instance, collected almost 18,000 phrases that are found in the dictionary to describe the diff erences in the behavior of individuals. This list incorporated phrases of temporal mood and subjective evaluation of a person which were sorted out later. Cattel (1945) continued the work of Allport and Odbert by reducing the number of traits dramatically to 22 items and subsequently identifi ed 16 personality factors (see Cattel, Eber & Tatsuoka, 1970) . Fiske (1949) was the fi rst to publish fi ve factors using Cattel's items and, despite questioning diff erent types of respondents (self-evaluators, class fellows, psychologists), he managed to achieve the same structure. Tupes and Christal (1961) also obtained the fi ve-factor model and other researchers confi rmed the results. This became the origin of the most widely recognized measure of personality, the Big Five (John & Srivastava, 1999) . In addition to the fi ve-factor model of personality, diff erent numbers of dimensions can be found in the literature, such as the six-factor model of Ashton and Lee, and the three-factor model of Eysink ( Although the researchers made tremendous efforts to fi nd a generally accepted, context-free scale with common dimensions of personality, another trend can be observed in the literature. The demand for more and more sophisticated measurement and the fi t requirements of complex models requires the adaption of general scales or the development of new ones that are more valid regarding a specifi c fi eld of research interest.
Marketing-related personality scales
The measurement tools of personality applied in the fi eld of marketing can be classifi ed into two groups, so we can distinguish brand personality and country personality scales. In the latter case, the personality is often part of a broader concept of a model and can be viewed as a dimension of country image, country-of-origin image, or country brand equity (see Berács & Gyulavári, 1999 In the marketing literature, one of the most recognized personality scale was developed by Aaker (1997) , who constructed a new measurement to brand personality. She perceived that two types of scales were applied at that time to measure the personality of a brand. On the one hand, many of them were formulated in a haphazard fashion for a given business research project; on the other hand, general psychological scales were implemented. In case of the latter, not all the items were evaluated as relevant for a brand and additional characteristics were viewed to be important that were originally not part of the personality concept. Age as a demographic characteristic, for instance, is not a personality trait but is related to the perceived image of a person, and this symbolic attribute plays important role in the buying decisions of customers. Once marketing managers decide to position the brand upon personality, e.g. with the help of celebrity endorsers, they cannot neglect this characteristic. For this reason, Aaker developed her own brand personality scale and generated items from three diff erent sources: a) general personality scales, b) scales used by market research agencies, c) qualitative research carried out for this target. The 309 items collected this way were reduced to the fi nal 45, which represent 15 facets across fi ve dimensions.
D'Atsous and Boujbel (2007) also aimed to create a specifi c personality scale, one that is more appropriate for measuring the perceived personality of a country than general scales. They developed a six-factor scale and tested its nomological validity in the framework of the congruency theory; that is, whether the similarity between self-image and country image leads to stronger preferences. The perceived personality of a country and a culture is highly correlated but diff erences can also be identifi ed. The most obvious one is related to the natural characteristics of a country which can be part of the country image. The expressions such as "Mother Nature" and "the wild" used in the English and Hungarian language well demonstrate the tendency to describe things with personal attributes. Nature itself, however, is rarely represented in the concept of culture. In conclusion, country personality and culture personality are overlapping but still diff erent concepts. From the aspect of measurement, country image has other elements which are hard to personalize, e.g. economic, political, geographical dimension. For this reason, a personality scale works better in the case of culture. Hofmeister, Neulinger and Kunsági (2002) investigated personality in diff erent cultural settings.
Culture personality scale construction
Following the recommendation of the methodological literature (Churchill, 1979; Rossiter, 2002) , after defi ning the concept to measure we started the culture personality (CP) scale construction procedure by generating items via exploratory methods (see Gyulavári et al., 2014) . Qualitative data were collected during each semester between 2004 and 2012 among foreign exchange students, who answered the following question: "Culture is often thought of as the personality of the society. If your culture was a person, how would you describe its personality traits?". Altogether 520 culture personality descriptions (about 42 diff erent cultures) were generated this way and, based on the most frequently used adjectives, a list of personality traits was prepared.
In 2012, two control methods for these scale items were used. We conducted 48 personal interviews with MBA students and, subsequently, 70 international business majors were asked to discuss cultural descriptions in small groups after lectures as part of the intercultural communication course on theoretical models of culture. Utilizing the results of these above mentioned three methods, a 51-item bipolar scale was developed (Malota & Gyulavári, 2012 
Quantitative data collection
After the exploratory phase, the fi nal 51-item scale was tested using quantitative method. An online survey was conducted among a convenience sample of 216 Hungarian and 47 French business university students. French students were participants of an exchange program and spent one semester in Hungary, while Hungarian students were regular students at the university. Female respondents were slightly more numerous (57 %) than male participants (43 %), and the age of participants in the sample ranged from 21 to 24 years.
Both groups were asked to rate the personal traits of French and Hungarian cultures on a 7-point semantic diff erential scale, with the following introduction: "Please rate French and Hungarian culture as a person, using the following scales." Both groups fi lled in the questionnaire fi rst regarding their own culture and then regarding the other culture.
Afterwards, both samples were asked to evaluate the other culture as an ideal tourist destination on a single-item ("To what extent do you think Hungary/France is an ideal touristic destination for you?"), 7-point semantic diff erential scale (not at all -absolutely) and, fi nally, demographic questions were asked.
RESULTS
Polarity profi les of perceived culture personalities of France and Hungary among Hungarian and French respondents
In the this section, we elaborate on those personality traits that show signifi cant diff erences in means among French and Hungarian respondents (p≤0.05). Figure 1 shows the personality traits of French culture that were perceived to be significantly diff erent by the French and the Hungarians, and we found 22 signifi cant diff erences (p≤0.05). Hungarians perceive the French to be calmer, more honest, optimistic, peaceful, thoughtful, dreamer, polite, predictable, self-reliant, carefree, and idealistic than the French see themselves. Also, the Hungarians label the French culture personality as being sadder, less friendly, less humorous, less modern, less sexy, less fl exible, less straightforward, less cosmopolitan, less future-oriented, less warm-hearted, and less sophisticated than the French.
The opposite trait of the semantic diff erential scale is shown in parenthesis, meaning the negative pole of the scale: 1 on 1-7. The French describe the Hungarian culture as more rational, thrifty, industrious, selfl ess, calm, feminine, future-oriented, optimistic, carefree, stable, and self-reliant than Hungarians see themselves. On the other hand, the Hungarian culture is perceived to be smarter, more liberal, indulgent, dreamer, passionate, unique, proud, polite, colorful, friendly, warm-hearted cheerful, and more humorous by the Hungarians themselves than by the French respondents.
The opposite trait of the semantic diff erential scale is shown in parenthesis, meaning the negative pole of the scale: 1 on 1-7.
Dimensions of culture personality
Here, dimensions of the culture personality scale will be examined only for those items that are correlated to the evaluations of the country as an ideal tourist destination. Hungarian respondents' perception of the French culture According to the anti-image matrix, the measures of sampling adequacy (MSA) values of all variables are within the correct interval, above 0.770, providing the basis for the variables to be included in the analysis. The number of factors was determined on the basis of the "eigenvalue greater than 1" criterion and it resulted in six factors. The total variance explained by these 6 factors was equal to 54 percent. The results of the factor analysis are provided in Table 1 .
The fi rst four factors -"competence", "life approach", "aura", and "interpersonal approach" -explain almost the same amount of sample variance, 10-11 % each. These factors are easy to interpret as they can likely be considered general factors for any culture's personality, whilst the last two seem to be less general factors. The fi rst factor named "competence" includes skills and competencies, e.g. stability, ambition, intelligence, etc. The second consists of traits that show some kind of "life approach", such as being optimistic, dynamic, idealistic, etc. The third factor is named "aura", its variables expressing distinctive but intangible quality traits like sexiness, passion, humor, uniqueness that seem to surround a person. The fourth factor, "interpersonal approach" includes elements related to how a person approaches others, e.g. with tolerance, honesty, politeness. The last two factors, including only two variables each, are named "humble collectivism" and "rectitude".
The last row of Table 1 shows the reliability of the scales. The Cronbach's Alpha values for the reliability of the dimensions are high, proving their inner consistency, except for the last two dimensions that consist of 2 items only.
As easy applicability in practice requires further reduction of scale items, we selected the 24 attributes that had been determined to be significantly correlated with the evaluation of France as a touristic destination, that is, the items that are more relevant from this point of view. Compared with the previous analysis, where all personality scale items correlating with ideal tourist destination evaluations were included, we can conclude that the factors of this 2 nd analysis (items correlating only with tourist evaluations) are stable and show only minor modifi cations from the previous fi ndings. The "life approach" and "aura" dimensions remained exactly the same, with the same variables loading to the factor (except for the "dependent-self-reliant" variable, which does not correlate with countries being perceived as ideal tourist destinations, so it was excluded from this analysis). The "interpersonal approach" factor also remained the same as in the previous analysis, except that it does not contain the "liar-honest" variable, as this variable strengthens our last factor "rectitude", together with "lazy-industrious", making it more stable and understandable. The "competence" dimension also consists of the same variables as previously.
Eff ect of culture personality on the evaluation of France as a tourist destination
One of the research questions in the focus of our study was which personality traits infl uence the consideration of a country (in our case France) as an ideal tourist destination. France is considered quite an ideal destination from the tourist point of view (with a mean of 5.00, measured on a 7-point scale).
For the French, Hungary is also an ideal tourist destination (5.04). It is worth noting that French respondents spent 3.5 months in Hungary as exchange students so they have some experience regarding the country.
Correlation coeffi cients can be found in Table  2 . As the sample size of French respondents is quite small, we discuss only the results for France, i.e. which personality traits correlate with the evaluation of France as an ideal destination for Hungarians.
We found correlations with 24 variables in the case of tourist destination; honesty was the most important culture personality trait with the highest correlation coeffi cients. The infl uence of culture personality on the evaluation of France as an ideal tourist destination has also been examined with the help of regression models. Regression analysis was run on the culture personality trait variables, and results are shown in Table 3 . We identifi ed the most fi tting step-by-step model (partial F-test with stepwise method) for the regression procedure. This method alternately enters and removes variables from the list of independent variables with respect to the partial correlation coefficients. The stop-criterion is the exit of F-statistics and signifi cance values from the pre-determined interval. In our case, it is adequate to apply the stepwise technique, because the size of the sample is much bigger than the number of explanatory variables. The stepwise regression model may be problematic for some reasons (e.g. Laurent, 1996) . These were eliminated with utmost care: possible logical errors were controlled (based on our preliminary research), and the stability of the results was checked on several occasions by assessing cross-validity, so we divided the database into an estimate and a validity sample. 
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Based on the results of the regression analysis, we can conclude that, in the case of tourist evaluation, six variables may be included in the model after fi ltering the partial eff ects. As an important result, among the personality traits besides the hardly explainable "humble collectivism" factor, variables in the "life approach" dimension were also excluded from the model.
In evaluating France as an ideal tourist destination, honesty is the most important variable with the highest β value. From the tourist point of view, sexiness, being educated, friendliness, bravery, and passion are the most determinant traits. First, the study summarized the results of a culture personality scale development process.
DISCUSSION AND LIMITATIONS
From the methodological point of view, this means an exploratory phase to generate relevant items and refi ne them. As a result of this work, a 51-item bipolar scale was developed and translated into three languages (Hungarian, French, English). Following quantitative data collection, we managed to identify some dimensions that seem to be stable across diff erent factor analyses. These, per se, can be useful to get a deeper insight into the antecedents of the evaluation of cultures as tourist destinations. Beside the factors named "competence", "life approach", "aura" and "interpersonal approach", "rectitude" was also proved to be stable but it requires further item generation and purifi cation.
Next, the study investigated the culture personality traits of France and Hungary among French and Hungarian respondents. The analysis shows that French and Hungarian university students perceive both their own and the other group's culture personality in diff erent ways. In the case of the French culture, 22 personality traits were perceived signifi cantly diff erently by the two respondent groups. When evaluating the Hungarian culture, 24 personality traits were rated signifi cantly diff erently. Half of the signifi cant diff erences were more positive as an in-group evaluation, that is, when someone evaluates his or her own culture, while the other half of the items were more negative. This means that there is a huge gap between how we perceive a culture when we are members of it and when we look at it as outsiders, and it can have an impact on the appropriate communication in two ways. Organizations responsible for country image communication could either rely on the more positively perceived personality characteristics or attempt to eliminate the negative perceptions.
These results can also be used for international communication activities related to cultures where (due to the sample composition) the target group is university students, e.g. international studies, educational tourism.
Finally, the study identifi ed the most important personality traits that have a signifi cant eff ect on the evaluation of culture as a tourist destination.
Due to the sample size we have analyzed this relationship on the French culture. Hungarian students' choice is mostly dependent on their perceptions of the culture according to honesty, sexiness, education, friendliness, bravery, and passion. These characteristics do not belong to only one or two dimensions of culture personality we revealed via exploratory factor analysis. While half of the signifi cant traits represent the "aura" dimension, "competence", "interpersonal approach", and "rectitude" also have their role in the evaluation. As the characteristics identifi ed above explain 24 % of the variation of the evaluation, the responsible managers should take them into account in their marketing communication plan of destinations.
Our study has limitations due to the nature and size of the sample; however, it provides inputs for further scale developments and measurement related to issues in the fi eld of country image. The results concerning perceived culture personality could be biased mainly on account of the sample size and composition. The students pursuing business education can have diff erent reference points when evaluating cultures to visit and can perceive culture personalities through dimensions diff ering from those perceived by other members of society. Moderating variables are planned to be used for further research. Peer infl uence, self-esteem, etc., for example, could infl uence the relationship between culture personality and the evaluation of a destination. Self-congruity theory raises another research question, namely, what plays an important role in receiving a more favorable evaluation: the more positive perceptions of a culture's personality or the similarity between the personality of the targeted person and the culture in question. Further testing and refi nement of the scale is a priority among research directions. Based on the results, the finalization and international validation of the CP scale is the next phase in the process to achieve the possibility of international comparison. Beyond the methodological issues, the role of culture personality should be measured within the scope of a broader concept, such as country equity or country brand identity. In the case of countries with multiple nationalities, it can be an interesting research question to identify the contribution of each nationality to the perceived culture personality of the whole country and the dynamics involved.
